Improving a company"s reputation and giving the public a positive impression are the main reasons for companies to take part in corporate social responsibility (CSR) activities.
Introduction
Corporate social responsibility (CSR) or corporate citizenship entails companies behaving in a socially responsible manner, and dealing with other business parties who do the same. With growing public awareness and demand for socially responsible businesses, it is little wonder that companies of today take corporate social responsibility into account when planning future socially responsible business operations.
"Through economic and historical developments that affect business and society as well as their interactions, the report starts with brief information about the country context of historical and economical developments. This section is followed by the demonstration of the actors and the interaction between them for creating and raising awareness on CSR in Turkey. Hence, these actors need a scenario and a platform to perform, this last section before the presentation of the research, describes the capacities of the CSR drives in the country. The report is finalized by suggestions for further capacity building and engagement of these actors for the enrichment of the CSR concept and implementation in Turkey." (UNDP Report, 2008) The question stated above has two meanings. The first meaning suggests that the communication attempts of corporations and organizations should be really effective. (Rogers, 1987) . The next one suggests that the Project Works performed must increase the respect against corporations (Kadıbesegil, 2006) .
When we attempt to evaluate what aims are desired to achieve with the help of corporate responsibility campaign s, we can mention about three basic purposes here.
1-Achievement of the campaign s in reaching their aims.
2-Achievement of the communication attempts (raising awareness)
3-Contribution to corporations and organizations in gaining respect.
It is possible to learn about if campaign s have achieved their goal or not with the help of the web pages. Therefore, the scope of this study is to assess the communication activities performed to enable the campaign to achieve its goals and to assess the attitudes towards the corporate and organizations rather than the achievement of the campaign in reaching its goal.
Depending on this, this study researched for the awareness types related to communication techniques using communication attempts that corporations and organizations perform (Rogers, 1987) . Therefore, recognition and reminding methods which are for measuring communication activities should follow communication practices (Basaran,2005) . The fact that the projects increase the admiration of the corporations (Kadıbesegil, 2006) is also examined in this study.
Therefore, this study also investigates the perceptions related to the corporations and organizations.
There are a few specific reasons for the choice of this target crowd as the sampling of this study:
1-These students are also involved in the scope of the social campaign s as well.
2-This questionnaire will play a significant role in revealing the sensitiveness of the participants aged between 19 and 25.
3-As those students are in the field of communication, their perceptions are quite high towards the commercials and commercial campaigns.
4-When these students finish their schools, they will be the candidates to plan and perform such social campaign s, they will report news for TVs and newspapers, and also they will make TV programmes.
If the examined corporations or organizations are successful or not with regards to the two perspectives suggested above is especially very significant for those students at Communication Faculty If the examined corporations or organizations are successful or not with regards to the two perspectives suggested above is especially very significant for those students at Communication Faculty purposeful sampling method, and it was carried out on the students from the faculty of Communication, Anadolu University. Students from four different departments at the Faculty of Communication were chosen randomly from classes and then the questionnaire was administered to them.
The limitation of this study is that this questionnaire used in this study was submitted only to the students from Communication Faculty at Anadolu University. The questionnaire was administrated to the target students with the use of random sampling method for each of the four departments at this faculty.
Five different social responsibility works were chosen as the subject of the study. The choice for these campaigns was done considering the top five social responsibility projects of 2010 in public eye, which was published in March Volume of Capital Türkiye Magazine, 2010 (Bayıksel, 2010 .
The reason for this choice is that these projects with high admiration rates are expected to have higher public awareness and that if they have high admiration rates in students" eyes or not. The purpose of this campaign is to help those girls who had to leave their school for some reasons, such as family pressure or economical problems to continue their education. Significant majority of these students cannot attent schools either because there is no school in their neighbourhoods or there is not any boarding schools available nearby even their parents want them to attend school. These campaign s aim building boarding schools and providing financial supports for those girls. The campaign which was launched on 23 April 2005 has provided three year scholarship for 7.156 girls. It undertook the construction of 28 dormitaries, 10 primary schools were built and various educational and social activities were carried out.
(http://www.bbog.org/index.html)
Lets Go to School, Girls (Haydi Kızlar Okula) -UNICEF ve Ministry of Education (MEB)
The purpose of this campaign which is led by MEB and UNICEF jointly, is to ensure %100 enrollment of girls (aged between 6-14) who do not attend primary education, who had to leave their schools for some reasons or who do not attend their schools regularly, with the help of governmental organizations, non-governmental organizations and local governors. Thus, it aims to provide equal rights for girls and to remove sex discrimination in education. It was started in To serve these purposes; the following research questions were addressed to this study; a) What is the most preferred social issue for students in Turkey? b) What are the corporations and organizations that they consider as being good social campaign performers? c) Can students remember the corporations out of five social responsibility projects named? d) Are the students aware of the aims of the five given social projects? e) From which media means did they follow the advertisements of the five given social responsibility projects? f) What are the students" attitudes towards the corporations and organizations which perform the named social responsibility projects?
The questionnaire which was prepared to come up with relevant answers to these questions contained the items related to demographic information primarily. For this purpose, the students were asked about their sexes, departments, classes, ages and their hometowns where their families live. Then, students were given a list of important social responsibility applications in Turkey and they were asked to rank three of them from 1 to 3, considering the most important ones. Thus, it was aimed to reveal what issues have the highest priority for students in Turkey.
The list of social responsibility projects contains those; education-health-environment-social development-culture and art-historical values-violence-economy-sport-aid to disabled peopleaid to autistics.
For the next step, students were asked to tell the names of the corporations and organization which most successfully perform corporate social responsibility projects in Turkey which they immediately recall when they are mentioned about social responsibility.
The following questions are about top five corporate social responsibility projects in public eye depending on the research conducted by Capital Turkey magazine. They were primarily given the names of the five projects and then asked to write about these projects as much as they remember. Considering the possibility that students cannot remember the names of those who supervise the campaigns, they were given a list of the names of ten corporations and organizations and then asked to choose five of them. To prevent students from writing their answers by going back to the previous section, they were warned to answer the questions without referring back to the previous sections. To evaluate if students had the relevant knowledge about the purpose of the campaign, students were asked to choose the purpose of the campaign from the given list in the next section.
17 items, which aim to evaluate what they remember about the advertisements, activities and speeches, were given in the next section and they were asked to choose one of the following options, such as "yes", "partially" and "no". In the final section, 15 items were given to the participants to evaluate their attitudes towards the corporations and organizations which perform the campaigns, and their answers were assessed using the "likert scale". The questionnaire was conducted in normal class hours under the supervision of the class lecturers in April 2010. The study was carried out using a quantitative research method. For the analysis of the data obtained, SPSS 11.5 program was used. With the help of this program, descriptive statistics was obtained.
Results
The questionnaire was administered to the students from four departments at the Faculty of Communication. The number of registered students at the faculty was 967. The questionnaire was administrated to 300 students as the sampling. 261 of the collected questionnaire were considered valid for the study and they were evaluated. 46% of the 261 participants were female and 54%
were male. The ages of the participants range between 19 and 26. The distribution of the participants depending on their departments is as follows ( 33.3% of the participants were class 1, 23% of them were class 2, 14,8% of them were class 3, 28,7% of them were class 4 students.
In the questionnaire, the students were also asked to write the names of the cities where their families live. The answers obtained from the participants suggest that 14,5% of them live in Eskişehir, 44% of them live in Ankara, Istanbul, Izmir, Bursa and Antalya. Only 3 of the families live abroad.
General considerations about corporate social responsibility projects
The participants of the study were asked to rank the significant social responsibility practices in Turkey, from1 to 3 considering their significance. When we examine the responses received, education, health and violence are placed in the top 3 rank considering how many times they had a rank without taking their significance degree into consideration (Table 02) . Education is the first rank which is considered to be the most significant one. Aid to autistics is the one which is considered to be the least significant one out of them.
The issues resulted from global warming are seen as primary issues throughout the world, especially in Europe and America. According to the responses of the participants, the significance degree of environmental issues comes after economical issues, at the 5th rank. The findings obtained from the participants suggest that the most successfully performed social responsibility campaigns in Turkey are mostly those related to helping girls" education (Table   03 ). The responses of the students included in the questionnaire suggest that when they are asked about social responsibility, they write the corporations and organizations which support the education at most. Among the ones considered to be successful, ACEV, CYDD, TEGV, TEV are the non-governmental organizations contributing to education, TEMA is a charitable foundation in the field of environmental protection and forestation. Milliyet (newspaper) and Turkcell (GSM operator) are the commercial corporations known as contributing to education. In the list, MEB ( the Ministry of National Education) is the only governmental organization and UNICEF is the only international organization (Table 04) . 
The evaluation of the thoughts about five projects
When the students were asked to write about the performers of the top five campaigns as much as they can remember, "Baba Beni Okula Gönder" Campaign was found to be the most accurately remembered one which was performed by Milliyet Newspaper (Table 05 ). "Yaşasın Okulumuz"
which is performed by Show TV comes next. "Haydi Kızlar Okula" which was launched jointly by MEB and UNICEF and currently performed by MEB single handedly comes in the third rank.
This campaign was also found to be the most error prone one to be misspelled. Considering that students could remember the performers of the campaigns directly, they were given ten names of campaign performers in the following step and then they were requested to pick one name for a certain campaign as the performer from the given list of names. The results obtained are as follows: (Table 06) : "Baba Beni Okula Gönder" by Milliyet Newspaper was found to have matched most accurately with the correct name by 19.2%. (Table 6 ). Then comes "Yaşasın Okulumuz" by Show TV by17.6% and "Haydi Kızlar Okula" by MEB-UNICEF comes next by 12.7%.
The list was given to the students just to help them remember and they were asked to choose the "Bilmiyorum" option if they really did not know who the performer of that campaign was rather than trying to guess. The campaign s that the students claimed to be unaware most were "Aile İçi
Şiddete son" (54.8%) and ""Eğitimde Gönül Birliği (42.1%) ( Table 6 ).
It was also found that students largely failed in their choices when they had guesses thinking that they knew the answer. The campaigns which were matched most correctly were also those which failed at most (Table 6 ). The rate of those who failed to list the performer of "Baba Beni Okula
Gönder" campaign is higher that those who listed correctly (%49,4) and the rate for those who failed to list the performer of "Haydi Kızlar Okula" campaign correctly was found to be %57,1.
This reality suggests that students" awareness related to these two campaigns is high and that they consider they remember their performers correctly. However, it is clear that the fact that many different campaigns are organized for similar purposes leads to confusion in people"s minds, such as which campaigns are organized by whom.
A list of 10 objective lists was prepared so that students could assess the purposes of certain campaigns and students were requested to choose one out of them. The following findings were obtained: (Table 07) : As they were choosing the relevant purposes from the list of campaigns, the accuracy rate was found to be 87,7% (Haydi Kızlar Okula) ( Table 07 ).
The most erroneous choice was found to be 51% (Yaşasın Okulumuz Campaign ) and the campaign which was the least known was "Eğitimde Gönül Birliği" (35,6%). The names of the campaigns include the objectives of the campaigns, which may have a positive effect on recalling the names of the campaigns. 17 statements related to the recall of the advertisement and activity works of the campaigns were assessed with the following options; "yes, partially and no".
1. I remember the campaign 2. I remember it if I see the logo of the campaign.
3. I do not remember the activities of the campaign.
4. I participated in the activities of the campaign.
I contributed to the campaign (through Money or volunteer working)
6. I remember the TV commercial of the campaign.
7. I remember the newspaper advertisement of the campaign.
8. I remember the magazine advertisement of the campaign.
9. I remember the Internet advertisement of the campaign.
10. I remember the radio spot of the campaign.
11. I remember the TV program about the campaign.
12. I remember the TV news about the campaign.
13. I remember reading a column about the campaign.
14. I remember reading a news text about the campaign.
15. I remember a magazine article about the campaign.
16. I remember people talking about the campaign.
17. I remember visiting the web pages of the campaign.
The rates of the answers received from the students are as follows: (Table 08 ):
The rates of those who suggest that they remember the campaign, "Baba Beni Okula Gönder" (72.5%), its logo (74.4%) and it TV commercial (72.3%) are quite high (Table 08) . Besides, the rate of those who suggest that they have heard people talking about the campaign is also quite high (73,1%). The rate of those who suggest that they did not participate in any activity related to the campaign (90.3%), that they did not contribute to it(79%) is also quite high. Similarly, the rate of those who suggest that they did not remember the radio spot related to the campaign (70.5%) and magazine article (76.8%) are quite high. The rates of those who suggest that they remember "Haydi Kızlar Okula" Campaign (69.3%) and its logo (61.8%) and its TV commercial (66.2%) are quite high (Table 09 ). In addition to these, the rate of those who suggest that they remember people talking about the campaign is also very high again (%70,1). The rate of those who suggest that they did not participate in any activity related to the campaign (88,2%), that they did not contribute to it (75.7%) are quite high.
Similarly, the rates of those who suggest that they did not remember the radio spot related to the campaign (72%), magazine article (76.8%) and that they did not visit the web page of the campaign (69.2%) are also quite high. The rates of those who suggest that they remember the campaign , "Aile İçi Şiddete Son"
(27.3%), its logo (25.3%) and its TV commercial (27.4%) are quite high compared to the rates of the other statements, but they are low in general (Table 10) . Besides, whereas the rate of those who suggest that they remember people talking about the campaign is quite low, it appears to be the highest compared to those of the other statements (%37,8). The rates of those who suggest that they did not participate in any activities related to the campaign (92,9%), that they did not contribute to the campaign (89,9%) are quite high. The rates of those who suggest that they did not remember the magazine advertisements related to the campaign (77,9%), the radio spot (72%), that they did not read any column (75,8%) that they did not remember any magazine articles (83,1%) and that they did not visit their web pages (82,5%) are quite high. The rates of those who suggest that they remember the campaign , "Yaşasın Okulumuz" (40%), its logo (34.2%) and its TV commercials (37.1%) and its TV program (32.7%) are slightly lower that the average (Table 11) . Besides, the rate of those who suggest that they remember people talking about the campaign appears to be on the average (%44,7). The rate of those who suggest that they did not participate in any activities related to the campaign (88,4%), that they did not contribute to the campaign (82%) is quite high. Similarly, the rate of those who suggest that they did not remember the magazine advertisement related to the campaign (75,1%) its radio spot (80,3%), that they did not read any column (73,8%), that they did not remember any magazine articles. The rate of those participants who suggest that they remember the campaign , "Eğitimde Gönül Birliği" (13.2%), its logo (13.1%) is quite low (Table 12) . Similarly, the rate of those who remember people talking about the campaign appears to be the highest compared to the others (%18,1). The rate of those participants who suggest that they did not participate in the activities related to the campaign (92,9%), that they did not contribute to the campaign (90,2%) is quite high. Likewise, the rate of those who suggest that they did not remember the radio spot related to the campaign (91,4%), that they did not read any column (73,8%), that they did not remember reading any magazine article (89,8%) and that they did not visit any web pages of the campaign (90,3%) are quite high. When we examine the results, especially the recall rates for the first two campaigns are found to be quite high. This is very significant as it reflects people"s likes. The fact that TV commercials are placed among those which are remembered at most reveals that the most commonly used media of the participants is TV. In the following section, students were asked if they really remember an advertisement or not and those who remember were asked to state it in one single sentence.
The participants are provided with the following options to assess the attitudes of the participants towards the corporates and organizations performing the campaign ; "I strongly disagree", "I disagree", "neutral", "I agree" and "I strongly agree". The statements questioning the participants" opinions are as follows:
1. I consider that the campaign is very beneficial to the society.
2. I consider that the compaing is of great success.
3. I appreciate the performer for this campaign.
4. I want to contribute to this campaign through volunteery work.
5. I consider that the campaign is dealt with sufficiently 6. I consider that the subject of the campaign is relevant to the field of the corporate.
7. I consider that the corporate serves the purpose of the campaign.
8. I consider that the communication tools are effectively and sufficiently used in the campaign.
9. I consider that the society is sufficiently informed about the campaign.
10. I consider that the compaing works in a way to increase the respect of the corporate in public eye.
11. I consider that the campaign contribute to the positive image of the corporate.
12. I consider that the corporate behaves ethically in the campaign related works.
13. I consider that the corporate should continue its campaign related activities 14. I appreciate the corporate for its attempts in social responsibilities.
15. The social responsibility attempts of the corporate are affective in my decision making processes to buy.
The statements that the participants suggest that they strongly agree with are as follows: (Table   13 ):
The rate of those who suggest that they agree and strongly agree with the statement, "I consider that the campaign is beneficial to the society" is 90%.
The rate of those who suggest that they agree and strongly agree with the statement, "I consider that the campaign helps the corporate gain more respect" is 74%.
The rate of those who suggest that they agree and strongly agree with the statement, "I consider that the campaign contributes to the corporate in making positive image" is 79.7%.
The statements that the participants suggest that they strongly disagree with are as follows.
The rate of those who suggest that they agree and strongly agree with the statement, "I would wish to work for this campaign as well" is 14.3%.
The rate of those who suggest that they agree and strongly agree with the statement, "the social responsibility attempts of the corporate are affective in my decision making processes to buy" is 16.4%.
The highest neutral rate is for the following statement "I consider that the corporate behaves ethically in its campaign related activities (%43,3). The statements that the participants suggest that they strongly agree with are as follows: (Table   14) :
The rate of those who suggest that they agree and strongly agree with the statement, "I consider that the campaign is beneficial to the society" is 87%. The rate of those who suggest that they agree and strongly agree with the statement, "I consider that the corporate should continue its campaign related activities" is 77,2%.
The rate of those who suggest that they agree and strongly agree with the statement, "I appreciate the corporate for its attempts in social responsibilities" is 80.7%.
The rate of those who suggest that they agree and strongly agree with the statement, "I would wish to work for this campaign as well" is 13%.
The rate of those who suggest that they agree and strongly agree with the statement, "the social responsibility attempts of the corporate are affective in my decision making processes to buy" is 16.5%.
The highest neutral rate is for the following statement "I consider that the corporate behaves ethically in its campaign related activities (%45). The statements that the participants suggest that they strongly agree with are as follows: (Table   15 ):
The rate of those who suggest that they agree and strongly agree with the statement, "I consider that the corporate should continue its compaign related activities" is 67,9%.
The rate of those who suggest that they agree and strongly agree with the statement, "I appreciate the corporate for its attempts in social responsibilities" is 73,3%.
The rate of those who suggest that they agree and strongly agree with the statement, "I consider that the society is sufficiently informed about the compaign" is 29,4%.
The highest neutral rate is for the following statement "I consider that the corporate behaves ethically in its campaign related activities (%43,3) and "I consider that the subject of the compaign is relevant to the field of the corporate" (%56) The statements that the participants suggest that they strongly agree with are as follows: (Table   16 ):
The rate of those who suggest that they agree and strongly agree with the statement, "I consider that the corporate should continue its campaign related activities" is 68,4%.
The rate of those who suggest that they agree and strongly agree with the statement, "I appreciate the corporate for its attempts in social responsibilities" is 74,7%.
The rate of those who suggest that they are not agree and strongly not agree with the statement, "I consider that the society is sufficiently informed about the campaign" is 27,9%. The rate of those who suggest that they agree and strongly agree with the statement, "the social responsibility attempts of the corporate are affective in my decision making processes to buy" is 17%.
The highest neutral rate is for the following statement "I consider that the corporate behaves ethically in its campaign related activities","I consider that the campaign is dealt with sufficiently". "I consider that the subject of the campaign is relevant to the field of the corporate".
"I consider that the corporate serves the purpose of the campaign" (%50). The statements that the participants suggest that they strongly agree with are as follows: (Table   17 ):
The rate of those who suggest that they agree and strongly agree with the statement, "I consider that the campaign is beneficial to the society" is 56,2%.
The rate of those who suggest that they agree and strongly agree with the statement, "I consider that the corporate should continue its campaign related activities" is 59,4%.
The rate of those who suggest that they agree and strongly agree with the statement, "I appreciate the corporate for its attempts in social responsibilities" is 66,8%.
The statements that the participants suggest that they strongly disagree with are as "I consider that the society is sufficiently informed about the campaign" 39,4 %.
The rate of those who suggest that they agree and strongly agree with the statement, "t I consider that the communication tools are effectively and sufficiently used in the campaign" is 29,4%.
The highest neutral rate is for the following statement "I consider that the corporate behaves ethically in its campaign related activities (%62,8), "I consider that the compaing is of great success" (54,2) "I consider that the campaign is dealt with sufficiently" (56,1 %), "I consider that the corporate serves the purpose of the campaign" (54,1%) and "I consider that the subject of the campaign is relevant to the field of the corporate" (59,1%). 
Conclusion
The present study aims to reveal to what extend the campaigns listed as the top five campaigns in by the students from the faculty of Communication are successful in Turkey in terms of communication studies and their reputations. Whereas only four of these five campaigns are directed to different purposes, only one of them is against violence. Education was found to be the most prior issue in Turkey in the eyes of the participants. The fact that the students" points of view related to the priorities of the problems in Turkey are in parallel with the campaigns chosen demonstrates that they follow the agenda of the country. When the students were asked to write the names of the campaigns which they consider as being very important for the country, it is observed that two of the abovementioned campaigns are placed in their lists. The list that students prepared also includes four education-related campaigns and one campaign against smoking. The responses received from the participants suggest the following conclusions related to the abovementioned five campaigns and the aids to make them remember the communication studies:
-students generally do not have difficulty in recalling logos and TV commercials. Besides, most of the students remember hearing people talk about this issue.
-majority of the participants suggest that they did not participate in any activities of the campaign and did not contribute to it.
-majority of the responses suggest that students did not read radio spot and magazine articles and did not visit the web pages.
Considering these analysis and evaluations, it is possible to draw the following conclusions.
-logos and TV commercials are considered as very important. Therefore, much attention should be paid to the design of both so as to reach the target group.
-There are two major causes of the attitudes towards radio spots and newspaper articles; the first is the lack of radio sports and newspaper articles and the latter is that students do not pay enough attention to these communication means.
Both of these cases are considered as the deficiency for the campaign s. More studies should be carried out to be able to them more effectively.
-The web pages should be advertised better and they should be prepared more attractive for people.
The obtained data from the students about the corporations and organizations which lead the campaigns suggests the following conclusions:
-Great majority of the students who took the questionnaire state that the campaign is very beneficial for the society, that the campaign should continue and that the campaigns helped the corporations increase their reputations and gain a positive image.
-It was found that the participants seemed reluctant about the following statements;
working for the campaigns, the effectiveness of the practices in their decision making procedures in purchasing.
-The issues about which the participants were found to be indecisive are whether the corporations and organizations behave ethical in the campaign related activities that the chosen campaign subject matches with the operational field of the corporate.
As the rate of recalling decreases, the responses of the participants were found to be more indecisive and it was found that they considered the corporations insufficient with regards to communication activities. The most surprising finding of this study is that students do not want to work for the campaigns because they think that they will be involved in such activities after they graduate from their departments. Therefore, students" awareness needs to be raised. This study is a descriptive one. The future studies in this field will investigate what types of works students will choose at their departments for a better and more effective campaign.
